Abstract. Since the quality and safety issues emerged frequently in the agricultural products in China in recent years, the consumers lost their trust in the agricultural products and aroused a panic of purchasing these products. In the virtual environment of e-commerce, the consumers lose their perception of quality and safety assurances of agricultural products, which increase the uncertainty and risk factor of the transactions. From the four perspectives of consumer characteristics, merchant characteristics, service characteristics and environment characteristics, an influence model for online agricultural product consumers' initial trust is constructed, and the influences of trust propensity, merchant reputation, information quality and structural assurance on online agricultural product consumers' initial trust are tested. The results show that merchant reputation, information quality and structural assurance significantly influence online agricultural product consumers' initial trust. Information quality is the best important influencing factor for online agricultural product consumers' initial trust, and trust propensity has an insignificant influence on consumers' initial trust.
Introduction
With the development of information technology, e-commerce presents a strong momentum. The rapid development of e-commerce inevitably has a significant impact on the traditional industries, especially for the agriculture. Driven by huge market potential and rapid penetration of Internet + and supported by governmental policies, agricultural products e-commerce embraces a golden opportunity of prosperous development. Such a new circulation model of agricultural products solves the problems in the traditional sales mode, such as long distribution process, too many intermediate links, narrow channel coverage and low efficiency. By directly selling the agricultural products to the consumers, it shortens the distance from farm to dining table, breaks through geographical restrictions and expands the market circulation channels. According to the statistics released by the Ministry of Commerce of the People's Republic of China, the total trading amount of agricultural products in 2016 in China reached 4.8 trillion RMB yuan, and 95% of them were achieved through traditional markets. It can be seen that the e-commerce of agricultural products enjoy a broad development space.
However, since the quality and safety issues emerged frequently in the agricultural products in China in recent years, the consumers lost their trust in the agricultural products and aroused a panic of purchasing these products. In the virtual environment of non-face-to-face e-commerce, the consumers lose their perception of quality and safety assurances of agricultural products, which increase the uncertainty and risk factor of the transactions. Thus, it is very difficult for the consumers to develop an initial trust in the online merchants, thereby affecting their willingness and behavior to purchase agricultural products from online channels. As a result, to set up the consumers' initial trust in e-commerce of agricultural products and to promote the transactions of potential consumers are very vital to the survival and development of online agricultural product sellers. On this basis, from the four perspectives of consumer characteristics, merchant characteristics, service characteristics and environment characteristics, an empirical study is conducted to explore the influence model on the consumers' initial trust in the agricultural products in the e-commerce environment so as to facilitate the online merchants in making business decisions.
Research Model and Hypotheses
Trust propensity is a kind of internal propensity to rely on others, which is developed by people based on their past social experience or life experience. It reflects the characteristics of individuals. A person with high trusting stance tends to trust in others more easily. Based on the theories of computation-based trust and knowledge-based trust, McKnight developed an initial trust model, which suggested that trust propensity is one of the major factors that affect the initial trust [1] . In the context of Internet, trust propensity will change people's explanation and opinion on certain interpersonal relations, and it has an important influence on initial trust. Lu Yaobin et al. also pointed out that the trust propensity of the consumers affects online initial trust [2] . Before transacting with the online agricultural product merchants, the consumers cannot acquire the information of these merchants based on prior knowledge. At this time, the consumers' trust propensity will play an important role in the initial trust stage. Therefore, the following hypothesis is proposed:
H1: The consumers' trust propensity has a positive influence on their initial trust in agricultural product e-commerce.
Merchant reputation refers to all stakeholders' comprehensive perception of the merchant's abilities and behaviors, which reflects the merchant's ability to provide valuable output. As an intangible asset, merchant reputation reveals the merchant's past business behaviors, which will affect the consumers' perception of its service and product attributes. Especially when it is the first time for the consumers to contact with a merchant, since online consumers have no historical transactions with it, they will generally consider about its reputation first. The higher the merchant's reputation is, less likely the merchant will be to engage in the opportunistic behavior, and more confident the consumers will be in the products and services provided by the merchant. Koufaris and William found that merchant reputation is closely related to the consumers' initial trust [3] . Liu Siqiang et al. conducted an empirical study, and the research results showed that merchant reputation has a significant positive influence on the customers' trust in it; the higher the merchant's reputation is, more trust the customer will have in the merchant [4] . Consequently, the following hypothesis is proposed:
H2: Merchant reputation has a positive influence on the consumers' initial trust in agricultural product e-commerce.
The specific uncertainty of e-commerce transactions mainly comes from the asymmetric distribution of buyer and seller's information. To strive to acquire information is a selection mechanism which helps to reduce such uncertainty and risk perception. In terms of online transactions, a website's information quality will directly affect the consumers' perception of the merchant and its products. Detailed information of products and services can enhance the consumers' trust in the website and merchant, thereby increasing their purchase intention. Based on am empirical study, Chang Yaping et al. concluded that information quality has a significant influence on initial trust [5] . Before a real transaction is made between the consumer and the merchant, when the merchant offers quality information such as product introduction, the consumers will develop an objective and comprehensive understanding of the products, feel the quality of the products and the sincerity of the merchant, trust more in it and become more willing to buy their products. Therefore, the following hypothesis is proposed:
H3: Information quality has a positive influence on the consumers' initial trust in agricultural product e-commerce.
In addition to the transaction itself, the uncertainty and risk of e-commerce also depends on the technological systems and platforms. Non-personal means of trust can be adopted to reduce the uncertainty brought by dependence on the systems and platforms. In the stage of establishing initial trust, since the transaction has not started yet, the consumers generally rely on a third-party institution or system to judge the merchant's reliability. Mcknight proposed two dimensions of institution-based trust: normal scenario and structural assurance. Structural assurance means that a successful transaction is based on the guarantee of the environment, such as commitment, covenant, regulations and guarantee. These structural assurances will increase the consumers' trust in the products [1] . Gefen (2003) classified the factors that affect trust in e-commerce into computationbased trust, structural assurance, normal scenario and knowledge familiarity, and empirically found that structural assurance and normal scenario have the greatest influence on trust [6] . Structural assurance means the consumers' belief perception of safety measures for transactions, which is a structural variable built on institution-based trust and can positively affect the consumers' initial trust. Structural assurance not only enhances the trust between the participants, but also reduces the perception risks. Therefore, the following hypothesis is proposed:
H4: Structural assurance has a positive influence on the consumers' initial trust in agricultural product e-commerce.
Research Design and Methods

Variable Design
A questionnaire survey is adopted to collect data. The questionnaire consists of two parts: Part One presents the demographic traits of the surveyed in terms of their gender, age, education background and income; Part Two gives the measuring items of structural variables. The five-point Likert Scale is adopted for measurement. The respondents are required to score based on the question description and their actual situations, namely, selecting "1" for "totally disagree" and "5" for "totally agree".
Based on the measuring items of mature scales in the previous studies, multiple measuring items are adopted for all structural variables, which are appropriately adjusted to adapt to the specific context of agricultural product e-commerce. To be specific, the measuring items of trust propensity are taken from Literature [7] ; the measuring items of merchant reputation, structural assurance and initial trust are based on Literature [8] ; the measuring items of information quality are extracted from Literature [9] .
Before official use of the questionnaire, 30 online consumers with a degree of bachelor or above who have experience in purchasing agricultural products on C2C websites are surveyed with the questionnaire to enhance its reliability and validity. Based on their feedbacks, the ambiguous questions are rectified. Finally, there are 5 variables and 15 measuring items in the official questionnaire.
Data Collection
Since Taobao.com occupies an absolute share in the C2C market, in order to make sure that the respondents are representative and compliant with the scenarios in which the questions are raised, they are required to have at least one online shopping experience of agricultural products. For this end, college students with online shopping experience of agricultural products on Taobao.com are selected as the respondents, and they are surveyed in the forms of paper questionnaire and email questionnaire. A total of 500 questionnaires are distributed, and 439 effective questionnaires are recovered, accounting for 87.8% of all questionnaires distributed.
Data Analysis
Reliability and Validity Testing. In this study, confirmatory factor analysis is adopted to specify whether the relations between variables and corresponding measuring items are in compliance with the logical relations designed by the author. Composite reliability (CR) is used to measure the internal consistency of various measuring items. All CRs are above 0.8 (>0.6 suggests that the inherent quality of the model is ideal), showing that the measurement of variables has good reliability. Convergent validity is mainly tested through the standardized load coefficient and average variance extraction (AVE) of the measuring items. The standardized load coefficients of all variables are all above 0.5 in terms of corresponding latent variables, and are significant with p<0.001; the AVE values of latent variables are all greater than 05, suggesting that each variable in the study has sufficient convergent validity. AVE judgment method is utilized to test the discriminate validity of the measured model. The square root of AVE value of each variable is greater than the correlation coefficient of variables of each corresponding line and column, showing that there is a good discriminate validity between constructs. Note: The items on the diagonal represent the square roots of the AVE; off-diagonal elements are the correlation estimates.
Hypothesis Testing. Amos23.0 Software is adopted for hypothesis testing based on the maximum likelihood method, and the parameter estimation results are shown in Table 3 . Trust propensity has an insignificant influence on agricultural product consumers' initial trust (with a standardized coefficient of 0.097, p>0.05); merchant reputation has a significant influence on agricultural product consumers' initial trust (with a standardized coefficient of 0.139, p<0.01); information quality has a strong influence on agricultural product consumers' initial trust (with a standardized coefficient of 0.515, p<0.001); structural assurance also has a significant influence on agricultural product consumers' initial trust (with a standardized coefficient of 0.470, p<0.001). The results show that, H2, H3 and H4 have stood up to the test, but H1 was not verified. Trust propensity has an insignificant influence on consumers' initial trust, and the reason possibly lies in that the consumers hold a more prudent attitude towards the selection of agricultural products since they are more special than ordinary commodities. In the decision-making process, they will judge based on clues and their subjective feeling will play a weakening role. 
Conclusions and Suggestions
Based on previous studies, an influence model for online agricultural product consumers' initial trust is constructed, and the influences of trust propensity, merchant reputation, information quality and structural assurance on online agricultural product consumers' initial trust are tested. It is of great theoretical and practical significance to the enhancement of initial trust of these consumers.
Based on an empirical analysis, the following beneficial suggestions are concluded: Firstly, enrich and perfect product information. Information quality is the first important influencing factor for online agricultural product consumers' initial trust, which has a path coefficient of 0.515. Since the quality and safety issues of agricultural products occur frequently in real life, information quality is extremely important in the formation of consumers' initial trust. The quality information displayed in the agricultural products allows the consumers to have a clearer and fuller understanding of agricultural products' quality safety risks, relieve their worries and enhance their trust in these products. Therefore, the merchants shall make full use of modern information technologies to display the quality information of agricultural products, to set up a traceable quality safety system of agricultural products, and to help the consumers form a perception of quality safety.
Secondly, pay attention to the accumulation and maintenance of reputation. A good reputation infers quality products and excellent services, which embodies the merchant's market competitiveness. The reputation of online merchants can be reflected in the word of mouth and online comments, etc. In the initial stage of online shopping, they do not really know each other, so the consumers have to judge through other consumers' online comments on the products or services from the perspective of users so as to determine the reputation of the merchant and make a decision about whether to buy products or services from the merchant. Thus, it can be seen that the merchants shall pay a lot of attention to the consumers' feedbacks, constantly improve the quality of their products and services, and accumulate good reputation to affect other consumers' initial trust in the merchants.
Thirdly, strengthen the control over the systems of the website and platform. The research results show that structural assurance has a significant influence on the online agricultural product consumers' initial trust. According to Chen Chuanhong et al., structural assurance's influence on the consumers' trust can be seen in the whole online transaction process, including the influences before, during and after the transaction. Before the transaction, structural assurance achieves service commitment, certification system and rights protection platform to acquire the consumers' trust; during the transaction, the trust is acquired through third-party services, third-party payment tools and third-party trust guarantee systems; after the transaction, it is achieved through punishment systems, after-sales guarantee systems, etc [10] . In the e-commerce environment of agricultural products, when there is no real transaction between the consumer and the merchant, the experiencebased trust does not work, so the consumer has to collect enough information to gain confidence in the merchant and reduce the risks and uncertainties. As a result, the merchants who takes full advantages in the case of asymmetrical information shall try every means to select the relevant trust system provided by the website, display their trustable traits through signal transmission, and reflect their responsibilities and commitments to the consumers, thereby reducing the uncertainties of transactions and promoting the consumers' initial trust in the merchants.
